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its marketplace has particularly flourished within 
the fields of travel and tourism, as epitomized by 
the accommodation service Airbnb (Ert, Fleischer, 
& Magen, 2016). However, heated debate rages 
as to whether the sharing economy complements 
or threatens the traditional economies. Radical 
changes have taken place in the accommodation 
sector with home-sharing becoming a new concept 
that is creating a competitive edge in the traditional 
hospitality market (Netsiporuk, 2016).
Tussyadiah (2015) stated that the rise of the shar-
ing economy in the tourism sector is being driven 
Introduction
Airbnb is an online platform that allows sell-
ers to rent out their accommodation and buyers 
to book the accommodation directly via Airbnb 
(Byers & Proserpio, 2014, cited in Scholdan & 
Straaten, 2015). However, Airbnb has already been 
rapidly disrupting the hotel industry (Scholdan & 
Straaten, 2015). The sharing economy has taken 
root as a solid alternative in terms of traditional 
economic dealings with daily transactions. It has 
been identified as a massively growing trend and 
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website (Inside Airbnb) tracks Airbnb’s reviews in 
cities around the world. Its results published in 2018 
revealed that 666,625 of the reviews on the site were 
on Airbnb in London, and 72% of the stays were 
reviewed. Inside Airbnb (2018) also pointed out that 
the average length of stay in London is 4.6 nights, 
and its income is about £380 million based on the 
average stays. Airbnb enables locals to become more 
entrepreneurial because it creates a significant num-
ber of jobs; it boosts the UK’s local economy and 
diversifies tourism because 79% of the tourists are 
eager to have a local experience (Airbnb, 2017).
In accordance with the news from Hotel Online 
(2018), the US lodging sector is experiencing a 
rapid growth in 2018 in both the traditional hotel 
sector and the sharing economy industry. However, 
the demand-increasing rate of Airbnb is declining; 
for example, the annual growth rate in 2018 is 62% 
but the annual growth rate in 2016 was 249%.
The purpose of this article is to evaluate the impact 
of Airbnb on guests’ behavior in the UK hotel indus-
try to determine how the hotel sectors can mitigate 
the threats posed by Airbnb, by answering the fol-
lowing questions:
What are the major elements that influence guests •	
to choose Airbnb?
What are the various age groups that use Airbnb •	
in the UK?
What are the main issues for the future of UK •	
hotels?
The Sharing Economy
During the last decade, the increasing popularity 
gained by the sharing economy, also known as the 
peer-to-peer economy or collaborative consump-
tion, has presented a diagram shift in ownership and 
sharing (Bardhi & Eckhardt, 2012; Liu & Mattila, 
2017). Moeller and Wittkowski (2010) concurred 
that an apparent future trend is an increasing 
demand for the provision of services offering non-
ownership modes of consumption (rental/access). 
Indeed, a proliferation of consumption models has 
been seen in which sharing resources, products 
and services have become the core manifestation 
(Chen, 2009; Gansky, 2010).
The sharing economy has been defined as a plat-
form that allows groups and individuals to make 
by economic and societal considerations. Travelers 
are now seeking low-cost accommodation to gain 
value for their expenditure and simultaneously 
longing for relatively more direct interactions with 
local communities (Panda, Verma, & Mehta, 2015). 
The possibility and feasibility of Airbnb should be 
credited to the sharing economy, through which it 
becomes achievable for people to trade underuti-
lized inventories via fee-based sharing (Zervas, 
Proserpio, & Byers, 2015). It is reported that the 
value of the Airbnb company has grown exponen-
tially over the past 8 years, reflecting the trend in 
the sharing economy as a whole (Airbnb, 2016). 
The development of information technology has 
enabled this incredibly fast pace of Airbnb’s growth 
as an online marketplace. A service such as Airbnb 
has exerted significant influence from different per-
spectives and added impetus to the transformation 
of the traditional hospitality industry. Businesses and 
communities in less explored areas are also benefit-
ing from Airbnb providing access to local accommo-
dation (Panda et al., 2015).
Although a growing consumer interest in Airbnb 
has been observed, quantitative research concern-
ing the relationship between Airbnb and consum-
ers’ buying behavior is still insufficient (Satama, 
2014). Much research has focused on the influenc-
ing factors of Airbnb toward the traditional hos-
pitality industry, such as economic considerations 
(Guttentag, 2015; Zervas et al., 2015), potential dis-
crimination (Edelman & Luca, 2014), business reg-
ulation (Koopman, Mitchell, & Thierer, 2015), and 
urban planning (Gurran & Phibbs, 2017). Further-
more, Brochado, Troilo, and Shah (2017) stressed 
the importance of individual preferences (attitudes 
and values) influencing purchasing decisions con-
cerning Airbnb within the sharing economy, which 
needs to be considered in future research.
Despite previous studies have focused on the 
impact of Airbnb on customers’ behavior in a global 
context, none have focused on UK hotels. Therefore, 
it is appropriate to examine what guests expect and 
what UK hotels can do to reduce the threat posed by 
Airbnb.
Airbnb is taking over London. Data has shown 
that although there are 90-day restrictions on the 
time to market, Airbnb has nearly 20,000 leases 
per week, which is an increase of nearly 1,000 
from 2013 (Manthorpe, 2018). A noncommercial 
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Technology is the key driver for the development 
of Airbnb because it enables Airbnb’s operation, 
which relies on online transactions (Daugherty, 
2016). For instance, Airbnb communicates with its 
guests mostly via online channels such as official 
websites, Apps, and Facebook (Oskam & Boswijk, 
2016). Besides, the significant rise of Airbnb can be 
traced back to the economic crisis, when unemploy-
ment led to the decline of purchasing power and 
people started cost saving (Scholdan & Straaten, 
2015). In short, the drivers of Airbnb are technol-
ogy and the economic crisis, and its rapid growth 
of listings is impacting hotel revenues.
Behavior of Accommodation 
Users and Guests at Airbnb
An enterprise in contemporary society that 
desires to maintain a stronghold in the market can 
no longer stick to the traditional medium of mar-
keting. More emphasis should instead be placed on 
keeping abreast of technology and changing con-
sumer preferences (Bagga & Bhatt, 2013). Accord-
ing to Panda et al. (2015), the majority of people 
engaging in sharing consumption are between the 
ages of 19 and 35 years. These people now heavily 
rely on the convenience brought by the Internet 
and they hold the belief that the sharing economy 
will be of great help in saving them money (Hwang 
& Kim, 2015).
It cannot be denied that with the advent of the 
sharing economy, there has accordingly been a 
change in the buying behavior of consumers, among 
whom the student group are more likely to be cat-
egorized as Internet users and technology enthu-
siasts, and tend to be more interested in the new 
channels for booking accommodation.
Lifestyles have kept changing in the past decade, 
causing a shift from the consumption mode to a non-
ownership approach (Moeller & Wittkowski, 2010). 
Berry and Maricle (1973) once noted that in the 
past, the ultimate purpose of consumption for con-
sumers was for utilitarian reasons. However, with 
the progress of the times, people are becoming more 
educated, sophisticated, and discerning, and they are 
now consuming products not merely for utility but 
also for experiences (Silverstein, Silvestein, Fiske, 
& Butman, 2004). Panda et al. (2015) believe there 
are two drivers to the sharing economy, which are 
money from underused resources (Pricewater-
house Coopers [PwC], 2015). Within the hospital-
ity industry this platform can be seen as Airbnb, 
Feastly, and CouchSurfing (PwC, 2015). The devel-
opment of the sharing economy has given Airbnb 
an increasing market growth, and in 2015 Airbnb 
had over 800,000 listings in 190 countries with over 
20 million registered users (Scholdan & Straaten, 
2015). A study by Boston University indicated that 
a 1% increase in Airbnb’s listings could cause a 
0.05% decrease in hotels’ revenues (Nguyen, 2014). 
Moreover, the listings had increased about 10-fold 
from 50,000 in 2011 to 550,000 in 2014 (Nguyen, 
2014).
According to PwC (2016), the total sharing 
economy transactions in Europe had increased from 
€10 billion in 2013 to €28 billion in 2015. The 
statistic is forecasted to grow to €570 billion in 
2015 in the European region (PwC, 2016).
How Does Airbnb Work?
Zervas et al. (2015) define Airbnb as an online 
platform for short-term rental with options from 
shared accommodation to entire properties. Accord-
ing to PwC (2015), in that year Airbnb had an aver-
age of 425,000 guests per night, approximately 
22% higher than Hilton Worldwide. Therefore, 
Airbnb is threatening the hotel industry with a dra-
matic increase of listings.
By epitomizing the sharing economy Airbnb has 
been crowned as the most successful peer-to-peer 
model in the hospitality industry. Within an 8-year 
time period, Airbnb has expanded its business to 
global markets, penetrated into more than 191 coun-
tries and 65,000 cities, and connected over 60 mil-
lion people to unique travel experiences (Airbnb, 
2016). According to Zervas, Proserpio, and Byers 
(2016), Airbnb has become a substitute for consum-
ers making a hotel booking, which is significantly 
impacting that traditional industry. Moreover, it is 
predicted that although Airbnb does not own a single 
hotel it will usurp the position of the world’s larg-
est hotel chain (Carr, 2015). The sharing economy 
has given rise to the creation of Airbnb, which per-
fectly demonstrates the main inherent characteristic 
of the sharing economy: enabling the population to 
collaboratively make use of underutilized inventory 
through fee-based sharing (Zervas et al., 2015).
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for travelers to choose Airbnb accommodation 
because 46% of the respondents have an intention 
for budget travel (Global Business Travel Associa-
tion, 2011, cited in Nguyen, 2014). For example, 
renting a room via Airbnb is always cheaper than 
a hotel; the average saving is 49.4% of the cost 
(Bea, 2013, cited in Nguyen, 2014). Furthermore, 
Airbnb is convenient for the customers, who often 
benefit from residential atmospheres and use of full 
kitchen equipment, washing machines, and dryers 
(Guttentag, 2015). As for the business guests using 
Airbnb accommodation, 76% of those guests agree 
that Wi-Fi is the most important selling point, fol-
lowed by the breakfast and gym. Conversely, the 
leisure customer prefers to choose a convenient 
location, swimming pool, and nonsmoking accom-
modation. However, most of those traveling for 
leisure mentioned that they would be willing to 
choose a hotel instead if they could get a discount 
from a loyalty program.
Why Customers Choose Airbnb?
In terms of pricing, renting a private room via 
Airbnb costs approximately the same as a mid-
scale hotel (Nguyen, 2014). Additionally, the com-
petitive prices of Airbnb are possible because of the 
hosts’ fixed costs of rent and utilities, together with 
minimal labor costs and the untaxed extra income 
gained from the letting (Oskam & Boswijk, 2016).
Moreover, the guests of Airbnb will enjoy local 
experiences, such as interacting with the host and 
neighbors (Guttentag, 2015). For example, a cus-
tomer described his unforgettable experience from 
Airbnb; his host invited him to have dinner with 
his family who chatted with him, and he learned 
about many local customs and did not feel lonely 
(Guttentag, 2015). Similarly, the CEO of a major 
tour operator claimed that tourists were eager to 
have local experiences, and Airbnb then immedi-
ately launched a new marketing logo “Belong Any-
where” to attract more visitors (Baran, 2014, cited 
in Nguyen, 2014).
Customers’ Needs
Customers of hotels and other accommodation 
can be categorized into two groups: business and 
leisure travelers. Free Wi-Fi is a significant selling 
technology and social realizations. Up-to-date tech-
nologies such as the Internet and social media are 
now very widely available and, at the same time, 
people are changing synchronically with society. As 
a consequence, an increasing number of consum-
ers are now inclined to rent or lease goods as an 
alternative when making their purchasing decisions 
(Moeller & Wittkowski, 2010), and this in turn con-
tributes to the development of the sharing economy 
(Gonzalo, 2013).
The rise of the Internet is exerting a revolutionary 
effect on commerce, propelling it into an electronic 
age. It accordingly changes almost every aspect of 
daily lives, such as how people purchase products 
and services (Darley, Blankson, & Luethge, 2010). 
The classic EKB framework that extended Dewey’s 
(1910) original five-stage problem-solving process 
is now greatly applicable to the customer decision-
making process (Wen, Prybutok, Blankson, & Fang, 
2014). This framework has included the stages most 
accepted as affecting consumer decision-making 
processes in the previous literature, namely prob-
lem recognition, search, evaluation for alternative 
purchase, choice, and outcomes. All these stages 
have been highlighted repeatedly in a majority of 
consumer behavior textbooks (Blackwell, Miniard, 
& Engel, 2005; Hawkins & Mothersbaugh, 2012).
Quinones and Augustine (2015) showed that the 
average age of Airbnb’s customers is 35 years old. 
According to the research data by Nguyen (2014), 
52% of the UK population has already used Airbnb; 
among them, 29% of the customers are reusers, 
whereas 48% have never previously used Airbnb. 
Mintel (2016) found that 70% of individuals in the 
US who use Airbnb have a middle-level income 
($70,000–$90,000).
As for customers’ reviews for Airbnb, nearly 95% 
of the ratings are between 4.5 and 5 stars (5 is the 
maximum). This phenomenon shows a definite pros-
pect for Airbnb because over 70% of the customers 
indicated that they would trust the online reviews 
(Zervas et al., 2016). However, the accuracy of rat-
ings for Airbnb has been questioned because the 
majority of listed accommodation have never been 
rented, and 22% of users rebook the same properties 
(Moore, 2012, cited in Nguyen, 2014).
Two main factors attract customers to use Airbnb: 
good value for money and convenience (Nguyen, 
2014). Price is the most important consideration 
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for Airbnb on TripAdvisor is 4.7 stars, whereas the 
average rating for hotels is 3.8 stars, apparently lower 
than Airbnb’s (Zervas, Proserpio, & Byers, 2016).
However, the accuracy of the ratings for Airbnb 
has been questioned. For instance, the study showed 
that only 14% of users reviewed as guests, and 
2.3% of users reviewed as hosts, while only 5% of 
the hosts were actively listed and only 2% of those 
had received guest reviews. Therefore, the statistic 
means that the majority of listed accommodation 
has not been booked, especially when findings of 
previous research by Moore (2012, cited in Nguyen, 
2014) showed that 22% of users will rebook the 
same property. Different websites also revealed 
various results of reviews for Airbnb. For example, 
according to Trustpilot (2018), reviews for Airbnb 
have been overwhelmingly negative, with 73% of 
2,769 reviews giving a bad review for Airbnb, 6% of 
the respondents stating that Airbnb is poor, and only 
14% of the guests reviewing Airbnb as excellent.
Threats From Airbnb to Hotels
There are still many different opinions on whether 
Airbnb will present a threat to the traditional hotel 
industry. Quinones and Augustine (2015) found 
that the traditional hotel will face pricing pres-
sures from Airbnb, which has forced hotels to 
lower prices during high-demand periods to ensure 
occupancy. This finding is supported by Zervas, 
Proserpio, and Byers (2016). Airbnb has the flex-
ibility to adjust their prices during times of peak 
demand, thus limiting the pricing power of hotels. 
Besides, Airbnb is changing customers’ attitudes 
towards the traditional hotel; for instance, a report 
by the San Francisco Financial Times showed that 
thanks to Airbnb, travelers have reduced their like-
lihood of staying in a hotel, from 79% to 40%.
However, the opposite point of view is held 
within high-end hotel organizations. The CEO of 
the Hyatt Hotels Corporation, Mark Hoplamazian, 
claimed that there is no need for a business response 
to Airbnb, which provides a different product 
within a distinct brand group (Santoli, 2014). A 
professor at Harvard Business School asserted 
that Airbnb does not have the ability to rival the 
entire hotel industry because there are several criti-
cisms of its nature (Goree, 2016). To begin with, 
Airbnb lacks the security of hotels; for instance, 
point for business travelers (Nguyen, 2014). In 
the study from Murphy (2014), 34% of all travel-
ers described free Wi-Fi as one of the factors that 
attracted them to stay in hotels, and 56% stated that 
free Internet was necessary; otherwise, they would 
not book the hotel. Similarly, Frequent Business 
Traveler magazine found that 73% of business trav-
elers agreed that Wi-Fi is the primary consideration 
when deciding on hotels (Sokolow, 2013).
Free breakfast is the second selling point for 
business guests; actually, food and beverages usu-
ally affect customers’ selection process (Nguyen, 
2014). Then fitness and outside activities are the 
next key selling point for business clients (Collis, 
2002). Nguyen (2014) also discovered that nearly 
50% of people preferred to reserve a hotel with an 
exercise room or gym.
Conversely, the keywords for leisure guests 
searching for hotels are nonsmoking, swimming 
pool, convenient location, and fitness (Peter & Chen, 
2011, cited in Nguyen, 2014). Moreover, easy access 
to a shopping mall and tourist attractions are their 
primary considerations for booking (Stellin, 2011). 
An interesting trend for leisure travelers is choos-
ing a “green” hotel, which means that the environ-
ment of the hotel is vital when they are booking 
(Nguyen, 2014). For example, the study showed 
that 67% of customers referred to a green environ-
ment, such as fresh air, quiet, and convenience as 
one of the factors for their choice (Nguyen, 2014).
Additionally, budget leisure guests usually choose 
Airbnb to save money, but a study shows that they 
will still consider a hotel if they can get reward points 
from the hotel’s loyalty program (Goree, 2016). 
As well as gaining a discount from the rewarded 
points, they appreciate the safety and service of a 
large chain hotel (Goree, 2016). Lacking a large 
hotel’s loyalty scheme and its network of affiliated 
hotels is a disadvantage of Airbnb. It also has a 
shortage of last-minute availability because hotels 
maintain an overbooking system to provide more 
rooms for last-minute booking (Guttentag, 2015).
Customers’ Reviews of Airbnb
To enhance contact with its customers, Airbnb 
established a new reputation system to encourage 
guests to review and rate their stay (Zervas, Proserpio, 
& Byers, 2016). This reveals that the average rating 
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According to the British Hospitality Association 
(2016), the hospitality industries generate 2.9 million 
jobs, showing a stable upward trend and accounting 
for 5.6% of total employment in 2016 (Euromonitor 
Passport, 2016). The hotel sector is the fourth largest 
employer in the UK (Euromonitor Passport, 2016). 
Furthermore, the net revenue of the industry is fore-
casted to grow by about 20% or more in the next 
few years (British Hospitality Association, 2016).
The growth of the hotel industry is beneficial 
for the UK’s GDP. Hospitality Net (2017) found 
that the UK hotel industry generated 3.6% of GDP 
in the UK; this revenue was £18 billion with a 3.6% 
growth rate in 2016 (IBISWorld, 2016). In particu-
lar, Brexit has caused the lowest interest rate in the 
UK and has boosted consumer spending, making 
the UK highly competitive in terms of pricing for 
inbound travelers and therefore resulting in greater 
overseas demand for hotel accommodation. In gen-
eral, a growth of the hotel industry will bring more 
contribution to the UK economy.
Methodology
The study used cross-sectional questionnaires to 
test and contrast the opinions of people who have, 
and have not, stayed in Airbnb accommodation (see 
Appendix). There were 100 questionnaires com-
pleted and more than half of these respondents had 
used an economy hotel or Airbnb for their accom-
modation. Further, four semistructured interviews 
were carried out with respondents who had stayed in 
Airbnb accommodation. The aim was to add richness 
to the questionnaire data and to explore the major 
elements that influence guests to choose Airbnb.
Findings and Discussion
Questionnaires
The main purpose of this article was to evaluate 
the impact of Airbnb on guests’ behavior in the UK 
hotel industry to determine how the hotel sectors 
could mitigate the threats posed by Airbnb. Based 
on the literature review, it is found that Airbnb is 
disrupting the hotel industry; it is attracting budget 
leisure travelers who benefit from its competitive 
prices, local residential atmospheres, and conve-
nient locations. However, many experts believe 
somebody staying in Airbnb accommodation was 
robbed and murdered in the US (Finely, 2013) and 
a man in Britain raped a CouchSurfing guest from 
Hong Kong in 2009 (Guttentag, 2015). Secondly, 
the development of Airbnb is limited by regulation. 
For example, New York City introduced a law in 
2010 to prohibit short-term rentals, forbidding any 
apartment in the city to be rented for fewer than 
30 days (Quinones & Augustine, 2015). Letting a 
property via Airbnb to avoid tax is one the factors 
that attract hosts, but in San Francisco Airbnb has 
been required to collect 14% hotel taxes from its 
guests and the organization was ordered to pay the 
city $25 million in back taxes (Said, 2014, cited in 
Nguyen, 2014). Furthermore, renting out a prop-
erty to strangers may cause inconvenience for the 
neighbors or the community (Leland, 2012).
Competitive Advantages for Hotels
Traditional hotels have an obvious competitive 
advantage in reducing risks for travelers through 
standardization, safety regulations, and business 
rep utations (Oskam & Boswijk, 2016). Unlike inde-
pendent hotels, chain hotels allocate large marketing 
budgets to advertising, brand building, guest loyalty 
programs, and other tactics, which should make 
them less vulnerable to competition (Zervas et al., 
2016). Yet barriers to entry are low in the sharing 
economy, and rival firms and services can quickly 
come into a market, undermining profitability 
(Quinones & Augustine, 2015). Finally, as Airbnb 
becomes more established, and hotels have had time 
to incorporate Airbnb in their investment strategies, 
studying the nature of hotels’ longer term responses 
will be worth revisiting (Zervas et al., 2016).
The Impact of the Hotel Industry 
on the UK Economy
The development of the hotel industry causes 
some direct impact on the UK economy, such as 
employment creation and GDP contribution (Oxford 
Economics, 2015). The hotel industry is a major con-
tributor to every local public economy, particularly 
in its job-generating and wealth-creating potential 
(British Hospitality Association, 2016).
On the one hand, the employment rate increases 
with the development of the hotel industry. 
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Economy hotels are the most popular among 
people aged 25–34 years. Nineteen out of 46 (41%) 
of respondents aged 25–34 years usually reserve 
economy hotels, followed by 8 out of 27 (29.6%) of 
those aged 18–24 years. Additionally, people aged 
25–34 years are also the primary users of Airbnb, 
with 16 out of 27 (nearly 59%) of Airbnb users 
being in this age range. The major users of budget 
hotels are aged 18–24 years, accounting for 72.7% 
of the total of budget hotel users. As a consequence, 
the accommodation range from Airbnb to economy 
hotels is focused on the young to middle-aged 
group, particularly those of 25–34 years, which sup-
ports the findings of the literature review that 46% 
of Airbnb users are between 16 and 34 years old. 
Airbnb is also attractive to customers of low-end 
hotels, most of whom are aged from 18–34 years.
Customers’ occupations have a direct relation-
ship with their choices for accommodation. The 
results highlight that the majority of students pre-
fer to book accommodation with budget hotels and 
Airbnb, and very few students normally use luxury 
hotels. In contrast, there were very few employees 
among the participants who use budget hotels, with 
many of them preferring to stay in luxury hotels. 
In general, income level and sociocultural factors 
have an effect on customers’ behavior in choosing 
accommodation.
A chi-square test was applied, a statistical test 
used to test whether there is a relationship between 
two variables (Garczynski, 2016). Conventionally, 
if the value is less than 0.05, then these two vari-
ables will be considered to have a significant rela-
tionship, which means that researchers can be 95% 
confident that the result is accurate (Garczynki, 
2016).
As the chi-square tests in Table 1 show, there is a 
significant association between age with the guests’ 
that Airbnb cannot be a threat to the hotel industry 
because of the lack of security, regulation, loyalty 
programs, and the facilities and services that hotels 
can offer. Therefore, 100 questionnaires were dis-
tributed to investigate customers’ behavior towards 
Airbnb and hotels, including the major elements 
that influence guests of different ages to choose 
Airbnb in the UK. All of the participants live, study, 
or work in the UK. The researcher gathered the data 
to determine the variable factors that influence the 
customers’ behavior, such as age, value for money, 
and local experiences.
The results of this research highlight the fact that 
the number of males usually using Airbnb is sig-
nificantly higher than females, with 51 male and 19 
female participants for Airbnb instead of hotels. In 
contrast to this, the number of female respondents 
who use luxury hotels is dramatically higher than 
males and most of the time Airbnb is the second 
choice of female respondents for their accommoda-
tion. The findings of this research also highlighted 
the fact that male participants are more confident 
than females to stay in Airbnb and they feel safer in 
Airbnb compared to females.
The results in the research indicate that people 
aged 25–34 years are the largest group of users of 
Airbnb. Nineteen out of 27 (70.4%) of the respon-
dents aged 18–24 years have used Airbnb, followed 
by 29 out of 46 (63%) of respondents aged 25–34 
years, and 4 out of 12 (33%) of respondents aged 
35–44 years have used Airbnb. Consequently, age is 
an independent variable factor that influences cus-
tomers’ behavior, with the primary users of Airbnb 
concentrated among young to middle-aged people 
because of their higher and stable income levels 
and good physical health. As age increases fewer 
people use Airbnb, which might be based on their 
generation’s behavior.
Table 1
Chi-Square Test Relationship Between Age and Types of 
Accommodation Where Participants Choose to Stay (N = 100)
Value df
Asymptotic Significance 
(Two-sided)
Pearson chi-square 29.878
a
18 0.039
Likelihood ratio 32.251 18 0.021
Linear-by-linear association 0.020 1 0.888
a
Twenty-one cells (75%) have expected count less than 5. The minimum 
expected count is 0.22.
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In summary, the findings of this research pro-
vide the following answers to the primary research 
questions:
What Are the Major Elements That Influence 
Guests to Choose Airbnb? Several major elements 
that influence guests’ behavior toward Airbnb are 
found in previous critical research. Firstly, the 
price has the most significant impact because cus-
tomers save an average of 49.4% compared with 
hotel costs from booking through Airbnb (Nguyen, 
2014), and it brings conveniences such as full 
kitchen facilities and excellent locations. Secondly, 
local experiences are a feature of staying with 
Airbnb in the UK (Nguyen, 2014). The research 
found that loyalty programs and facilities such 
as gym, swimming pool, and meeting room have 
an indirect effect on the guests’ decision-making, 
which was also mentioned in the literature review. 
Yet safety ranked as the top independent variable 
of customers’ views about Airbnb in the research. 
Thirdly, location has become an independent vari-
able of guests’ choices. Besides, Airbnb is more 
attractive to individuals with lower income levels. 
However, security, regulation, and lack of loyalty 
choice of accommodation, because the asymptotic 
significance (0.039) is smaller than 0.05. Again, 
there is also a significant relationship between gender 
and type of accommodation at a value of 0.012 (see 
Table 2). However, there is no significant relation-
ship between occupation and type of accommoda-
tion, because the value at 0.223 is greater than 0.05.
Again, there is also a significant relationship 
between gender and type of accommodation at a 
value of 0.012 (see Table 2). However, there is no 
significant relationship between occupation and 
type of accommodation, because the value at 0.223 
is greater than 0.05.
Semistructured Interviews
The four interviews explored the major ele-
ments influencing guests to choose Airbnb instead 
of hotels. All of the interviewees mentioned that 
they felt more comfortable with Airbnb and that it 
helped them to experience the local culture and feel 
more integrated with local lifestyles. It also enabled 
them to save on expenditure and to feel more at 
home when they were able to use facilities like a 
kitchen. When they were with a family it helped 
them to enjoy their visit and time more.
Table 2
Chi-Square Test Relationship Between Gender and Types of 
Accommodation Where Participants Choose to Stay (N = 100)
Value df
Asymptotic Significance 
(Two-sided)
Pearson chi-square 10.881
a
3 0.012
Likelihood ratio 11.193 3 0.011
Linear-by-linear association 0.449 1 0.503
a
Zero cells (0%) have expected count less than 5. The minimum expected 
count is 5.39.
Table 3
Chi-Square Test Relationship Between Age and Price Benefits to 
Participants (N = 100)
Value df
Asymptotic Significance 
(Two-sided)
Pearson chi-square 4.458
a
6 0.615
Likelihood ratio 5.251 6 0.512
Linear-by-linear association 0.029 1 0.864
a
Nine cells (64%) have expected count less than 5. The minimum expected 
count is 0.26.
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Following the repeated testing, some variables 
were found have a significant relationship. For 
example, there is a significant relationship between 
local experiences and locational factors at a value 
of 0.001 (Table 5).
Table 6 shows that participants who want a local 
experience do not care much about the location, 
and only a few people who care about location want 
to have a local experience at the same time.
What is more, the result of the chi-square testing 
relationship between price and facilities is 0.014, 
meaning that there is a significant relationship (see 
Table 7).
Table 8 shows that most of the people who want 
to gain price concessions do not have high requi-
rements for facilities, whereas those who want bet-
ter facilities have these included in the prices.
What Are the Various Age Groups Using Airbnb 
in the UK? The findings of this research suggested 
that 86% of the respondents in the UK who have 
used Airbnb are under 35 years of age. The pri-
mary users of Airbnb are concentrated in young 
programs and of hotel facilities are the adverse 
issues with Airbnb in the UK.
In accordance with the findings above, price, 
local experiences, and location are the key factors 
that impact customers’ behavior toward Airbnb. In 
order to have a further verification of the relation-
ship between those factors and age, occupation, and 
gender, chi-square testing was applied. As shown 
in Table 3, due to the asymptotic significance of 
0.615 being greater than 0.05, there is no significant 
relationship between age and price benefits. How-
ever, the number of respondents in each age group 
is different; thus, whether there is a relationship 
cannot be accurately tested.
Additionally, there is no significant relationship 
between gender and price benefits (see Table 4), 
due to most males and females being eager to enjoy 
price discounts.
Similarity, all the results showed that there is no 
significant relationship between price, local expe-
riences, location factors and age, occupation, and 
gender, because price, local experiences, and loca-
tion are important for all age groups and occupa-
tions and both genders.
Table 4
Chi-Square Test Relationship Between Gender and Price Benefits to Participants (N = 100)
Value df
Asymptotic Significance 
(Two-sided)
Exact. Sig 
(Two-sided)
Exact. Sig 
(One-sided)
Pearson chi-square 0.940
a
1 0.332
Continuity correction
b
0.452 1 0.501
Likelihood ratio 0.452 1 0.331
Linear-by-linear association 0.946 1 0.864
Fisher’s exact test 0.384 0.251
Linear-by-linear association 0.931 1 0.335
a
Zero cells (0%) have expected count less than 5. The minimum expected count is 6.37.
b
Computed only for a 2 × 2 table.
Table 5
Chi-Square Test Relationship Between Local Experiences and Locational Factors (N = 100)
Value df
Asymptotic Significance 
(Two-sided)
Exact. Sig 
(Two-sided)
Exact. Sig 
(One-sided)
Pearson chi-square 11.616
a
1 0.001
Continuity correction
b
10.248 1 0.001
Likelihood ratio 11.733 1 0.001
Fisher’s exact test 0.001 0.001
Linear-by-linear association 11.500 1 0.001
a
Zero cells (0%) have expected count less than 5. The minimum expected count is 16.77.
b
Computed only for a 2 × 2 table.
22 LI AND TABARI
become very significant factors that affect travel-
ers’ behavior in choosing Airbnb. The key influ-
ences are determined as price, convenience, and 
local experiences. As mentioned in the literature 
review, these factors create a direct effect on the 
decision-making process; research also found that 
kitchen facilities and the surrounding environment 
are further factors that attract customers to Airbnb. 
Hotels’ loyalty programs and facilities such as gym, 
swimming pool, and meeting rooms have an indi-
rect effect on the guests’ decision-making, which is 
also mentioned in the literature review, but safety 
has been ranked as the top independent variable 
influencing customers to choose hotels instead of 
Airbnb. The other variables are breakfast, shuttle 
bus, and a large scale of accommodation.
Because Airbnb is more attractive to budget leisure 
guests with lower income levels, such as students and 
young professionals under 34 years of age, Airbnb 
has a more severe impact on lower-end hotels. This 
could cause a significant disruption to the hotel indus-
try because many more people travel for leisure than 
business in the UK, and people aged under 34 years 
accounted for the largest population in the investi-
gation. This threat from Airbnb could affect the UK 
economy, causing a reduction in employment and 
GDP. The UK hotel industry therefore needs to pay 
attention to determine the competitive advantages 
of hotels in order to weaken the threat from Airbnb.
Managerial and Industrial Implications
Despite the fact that Airbnb is attracting cus-
tomers, particularly budget leisure travelers, away 
from hotels, Airbnb also has some weaknesses 
such as lack of security and regulation and a lack of 
to middle-aged people because of their higher and 
stable income levels and good physical health. Addi-
tionally, accommodation ranging from Airbnb to 
economy hotels is focused on the young to middle- 
aged groups, particularly the group of 25–34 years. 
The result supports the literature reviews that 46% 
of Airbnb users are aged between 16 and 34 years, 
and that Airbnb is attractive to the customers of 
low-end hotels, most of whom are aged between 
18 and 24 years.
The four interviews explored the major elements 
influencing guests to choose Airbnb instead of 
hotels (see Fig. 1). All of the interviewees men-
tioned that they felt more comfortable with Airbnb 
and that it helped them to experience the local cul-
ture and feel more integrated with local lifestyles. 
It also enabled them to save on expenditure and to 
feel more at home when they were able to use facil-
ities like a kitchen. When they were with a family 
it helped them to enjoy their visit and time more.
Conclusions
In conclusion, the primary data of this research 
suggest that age, gender, and occupation have 
Table 6
Cross-Tabulation of Local 
Experiences and Locational Factors
Local 
Experiences
Location Yes No Total
Yes 18 25 43
No 43 14 57
Total 61 39 100
Table 7
Chi-Square Test Relationship Between Price and Facilities Factor (N = 100)
Value df
Asymptotic Significance 
(Two-sided)
Exact. Sig 
(Two-sided)
Exact. Sig 
(One-sided)
Pearson chi-square 5.992
a
1 0.014
Continuity correction
b
4.533 1 0.033
Likelihood ratio 5.564 1 0.018
Fisher’s exact test 0.024 0.019
Linear-by-linear association 5.932 1 0.015
a
One cell (25%) has expected count less than 5. The minimum expected count is 4.16.
b
Computed only for a 2 × 2 table.
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reputation, security systems, and scale. Many of 
the respondents in the UK described hotel service 
and room quality as not meeting the high price, so 
improving the training systems is essential for the 
hotels’ development and to reinforce their brand 
reputation. Hotels in the UK also need to become 
more innovative, for instance by holding some 
activities and facilities for the solo traveler and to 
become more attractive and comfortable for trav-
elers because many of the guests feel that hotels 
are too standardized and boring and they do not 
feel like home. Examples could be providing more 
facilities for guests to be able to have their break-
fast in their room without being charged for expen-
sive room service, and reducing waiting time for 
check-in, among other efforts to enhance the well-
being of their guests.
As mentioned above, as the development of hotels 
has relevance to the UK economy, the government 
could provide some regulations to protect hotels by, 
for instance, announcing a clear and strict policy 
to regulate Airbnb regarding the tax and security 
guarantees.
Additionally, in a broader area, hotels in the UK 
could cooperate and launch a reservation platform 
whereby customers could book hotels through a cen-
tralized system of all hotels, not merely particular 
loyalty programs and facilities, which are all com-
petitive advantages for hotels in the UK. Moreover, 
although Airbnb is more disruptive to the low-end 
hotels, there are many more hotels of this kind in the 
UK than high-end hotels. Yet the hotel industries in 
the UK need to pay attention to enhance the quality 
and service of their hotels and retain their customers 
when faced with such competition from Airbnb.
In this regard, loyalty programs and discounts 
are an effective way to increase customer reten-
tion, because a key reason for customers to choose 
Airbnb is to save money. Therefore, if the hotels 
enhanced their loyalty schemes and provided more 
promotional discounts, many potential customers 
would choose hotels and especially budget hotels 
with good value for money and the benefits of their 
Table 8
Cross-Tabulation of Price and 
Facilities Factor
Price
Facilities Yes No Total
Yes 24 8 32
No 63 5 68
Total 87 13 100
Figure 1. Conceptual framework, customer behavior towards Airbnb, and key elements 
to enhance guests’ choosing behavior.
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Limitations of the Study
The study needs to be continued in order to gain 
further insight into customers’ views and to find out 
their experiences and perceptions. Hence, a future 
study should use both surveys and interviews to 
acquire responses from participants who have and 
not have employed Airbnb services.
brands. This could also be useful to monitor cus-
tomers’ behavior and resolve problems immedi-
ately. The long-term solution might be for budget 
hotels to merge with Airbnb and provide an option 
for those who wish to feel as if at home while they 
are traveling, offering them the opportunity to book 
their Airbnb through the hotel system and provid-
ing more security.
Appendix: Questionnaire
 1) What is your age?
¨18–24 years ¨25–34 years ¨35–44 years ¨45–54 years
¨55–64 years ¨65–74 years ¨75 years or older
 2) What is your gender?
¨Male ¨Female
 3) What is your nationality?
¨UK ¨Europe ¨USA ¨Asia ¨Other
 4) What is your occupation?
¨Student ¨Employee ¨Unemployed ¨Part-time
 5) The main reason for your travel.
¨Business ¨Leisure ¨Study ¨Other
 6) What types of hotels/accommodations do you usually book?
¨Budget (motel, Ibis, Premier Inn, etc)
¨Economy (Mercure, Holiday Inn, Novotel, etc)
¨Luxury (Marriott, Four seasons, etc)
¨Airbnb – if yes, please answer questions 7 & 8
 7) Why do you prefer to stay in Airbnb?
__________________________________________
 8) Previous experiences of Airbnb?
__________________________________________________
 9) What is your review of Airbnb?
¨Perfect ¨Good ¨Acceptable ¨Bad
10) What three things those do you think that Airbnb can give you?
¨Price ¨Environment ¨Location ¨Facilities (fitness, Wi-Fi)
 ¨Scale ¨Good Customer Reviews ¨Breakfast ¨Shuttle bus ¨Local experiences  
¨Loyalty programme ¨Safety
11) What three things those do you think that hotels can give you?
¨Price ¨Environment ¨Location ¨Facilities (fitness, Wi-Fi)
 ¨Scale ¨Good Customer Reviews ¨Breakfast ¨Shuttle bus ¨Local experiences  
¨Loyalty programme ¨Safety
12) What do you think the issues of Airbnb are?
_______________________________________________
13) What do you think the issues of traditional hotels are?
__________________________________________________
14) Do you compare Airbnb and hotels before making your choice?
¨Yes ¨No
 AIRBNB IMPACT ON UK HOTELS 25
Finley, K. (2013). Trust in the sharing economy: An explor-
atory study. Retrieved from the University of Warwick, 
Centre for Cultural Policy Studies website: https://war 
wick.ac.uk/fac/arts/theatre_s/cp/research/publications/
madiss/ccps_a4_ma_gmc_kf_3.pdf
Gansky, L. (2010). The mesh: Why the future of business is 
sharing. New York, NY: Portfolio Hardcover.
Garczynski, J. (2016). Chi-square test in SPSS (PASW). 
Towson University, Reference Department, Albert S. 
Cook Library. Retrieved from https://www.researchgate.
net/file.PostFileLoader.html?id=565c4cdb6307d925968
b4567&assetKey=AS:301478834130944@144888956
3300
Gonzalo, F. (2013). Collaborative economy in travel: The 
big disruptor. Retrieved from http://fredericgonzalo.
com/en/2013/07/27/collaborative-economy-in-travel-
the-big-disruptor/
Goree, K. (2016). Battle of the beds: The economic 
impact of Airbnb on the hotel industry in Chicago and 
San Francisco (Scripps Senior Theses, Paper 776). 
Retrieved from http://scholarship.claremont.edu/scripps_ 
theses/776
Gurran, N., & Phibbs, P. (2017). When tourists move in: 
How should urban planners respond to Airbnb? Journal 
of the American Planning Association, 83(1), 80–92.
Guttentag, D. (2015). Airbnb: Disruptive innovation and 
the rise of an informal tourism accommodation sector. 
Current Issues in Tourism, 18(12), 1192–1217.
Hawkins, D. I., & Mothersbaugh, D. L. (2012). Mp con-
sumer behavior with Ddb data disk. New York, NY: 
McGraw Hill Higher Education.
Hospitality Net. (2017). A snapshot of the EMEA hotel 
market for IHIF 2017. Retrieved from http://www. 
hospitalitynet.org/news/4081395.htm
Hotel Online. (2018). Airbnb’s market share of U.S. lodging 
demand increasing at a decelerating rate. Retrieved from 
https://www.hotel-online.com/press_releases/release/ 
airbnbs-market-share-of-u.s.-lodging-demand-increasing-
at-a-decelerating-ra
Hwang, H., & Kim, K.-O. (2015). Social media as a tool 
for social movements: The effect of social media use 
and social capital on intention to participate in social 
movements. International Journal of Consumer Studies, 
39(5), 478–488.
IBISWorld. (2016). Hotels in the UK: Market research 
report. Retrieved from https://www.ibisworld.co.uk/mar 
ket-research/hotels.html
Inside Airbnb. (2018). London. Retrieved from http://inside 
airbnb.com/london/?neighbourhood=&filterEntire 
Homes=false&filterHighlyAvailable=false&filterRecent 
Reviews=false&filterMultiListings=false#
Koopman, C., Mitchell, M. D., & Thierer, A. D. (2015). 
The sharing economy and consumer protection regula-
tion: The case for policy change. The Journal of Busi-
ness, Entrepreneurship, & the Law, 8(2). Retrieved from 
https://digitalcommons.pepperdine.edu/cgi/viewcontent.
cgi?article=1130&context=jbel
References
Airbnb. (2016). About us. Retrieved from https://www.
airbnb.co.uk/about/about-us
Airbnb. (2017). Airbnb UK insights report. Retrieved from 
https://www.airbnbcitizen.com/wp-content/uploads/ 
sites/48/2017/09/Airbnb-UK-Insights-Report_Final_ 
Digital_v3.pdf
Bagga, T., & Bhatt, M. (2013). A study of intrinsic and 
extrinsic factors influencing consumer buying behav-
iour online. Asia-Pacific Journal of Management, 9(1), 
77–90.
Bardhi, F., & Eckhardt, G. M. (2012). Access-based con-
sumption: The case of car sharing. Journal of Consumer 
Research, 39(4), 881–898.
Berry, L. L., & Maricle, K. E. (1973). Consumption with-
out ownership: What it means for business. Manage-
ment Review, 62(9), 44.
Blackwell, R. D., Miniard, P. W., & Engel, J. F. (2005). Con-
sumer behavior (10th ed.). Mason, OH: South-Western 
College Publishing.
British Hospitality Association. (2016). Food service man-
agement market report 2016. Retrieved from http://dip9 
shwvohtcn.cloudfront.net/wordpress/wp-content/up 
loads/2016/11/BHA-161005-FSM-report.pdf
Brochado, A., Troilo, M., & Shah, A. (2017). Airbnb cus-
tomer experience: Evidence of convergence across three 
countries. Annals of Tourism Research, 63, 210–212.
Carr, A. (2015). Airbnb. Retrieved from http://www.fast 
company.com/most-innovative-companies/2014/airbnb
Chen, Y. (2009). Possession and access: Consumer desires 
and value perceptions regarding contemporary art collec-
tion and exhibit visits. Journal of Consumer Research, 
35(6), 925–940.
Collis, R. (2002). The frequent traveler: What business trav-
elers want? The New York Times.
Darley, W. K., Blankson, C., & Luethge, D. J. (2010). Toward 
an integrated framework for online consumer behaviour 
and decision making process: A review. Psychology and 
Marketing, 27(2), 94–116.
Daugherty, P. (2016). Platform economy: Technology-driven 
business model innovation from the outside in. Retrieved 
from https://www.accenture.com/fr-fr/_acnmedia/PDF-2/ 
Accenture-Platform-Economy-Technology-Vision-2016- 
france.pdf
Dewey, J. (1910). How we think. Boston, MA: D. C. Heath.
Edelman, B. G., & Luca, M. (2014). Digital discrimina-
tion: The case of Airbnb.com (Working paper 14-054). 
Retrieved from Harvard Business School website: 
https://www.hbs.edu/faculty/Publication%20Files/
Airbnb_92dd6086-6e46-4eaf-9cea-60fe5ba3c596.pdf
Ert, E., Fleischer, A., & Magen, N. (2016). Trust and reputa-
tion in the sharing economy: The role of personal photos 
on Airbnb. Tourism Management, 55, 62–73.
Euromonitor Passport. (2016). Economies and consumers 
annual data. Retrieved from http://www.portal.euromoni 
tor.com.lcproxy.shu.ac.uk/portal/statistics/tab
26 LI AND TABARI
behaviour. Retrieved from https://www.bbvaresearch.
com/wpcontent/uploads/2015/11/151119_US_Sharing 
Economy.pdf
Rifkin, J. (2000). The age of access: The new culture of 
hyper capitalism, where all of life is a paid-for experi-
ence. New York, NY: Jeremy P. Tarcher/Putnam.
Santoli, M. (2014). Hyatt CEO sees no serious threat from 
fast-growing Airbnb. Yahoo! Finance. Retrieved from 
https://finance.yahoo.com/blogs/daily-ticker/hyatt-
ceo-sees-no-serious-threat-from-fast-growing-airbnb-
200252874.html
Satama, S. (2014). Consumer adoption of access-based 
consumption services—Case AirBnB (Master’s thesis). 
Aalto University, School of Business. Retrieved from 
http://epub.lib.aalto.fi/en/ethesis/pdf/13682/hse_ethesis_ 
13682.pdf
Scholdan, L., & Straaten, N. V. (2015). What are the driv-
ers of the sharing economy and how do they change the 
customer behaviour? Retrieved from https://www.con 
textuallearning.nl/wp-content/uploads/2016/01/drivers-
of-the-sharing-economy-strategie.pdf
Silverstein, M., Fiske, N. & Butman, J. (2004). Trading up: 
Why consumers want new luxury goods... And how com-
panies create them (revised and updated). New York, 
NY: Portfolio Hardcover.
Sokolow, J. (2013). Business travel to increase in 2013 
according to new Frequent Business Travel survey. Fre-
quent Business Traveller. Retrieved from http://www.
frequentbusinesstraveler.com/2013/01/business-travel-
to-increase-2013/
Stellin, S. (2011). The amenity travelers want most: Power for 
their gadgets. The New York Times. Retrieved from https://
www.nytimes.com/2011/05/05/business/05HOTELS.
html
Tussyadiah, I. P. (2014). An exploratory study on drivers 
and deterrents of collaborative consumption in travel. 
Information and Communication Technologies in Tour-
ism 2015, 817–830.
Trustpilot. (2018). Reviews for Airbnb. Retrieved from 
https://www.trustpilot.com/review/www.airbnb.com
Wen, C. R., Prybutok, V., Blankson, C. & Fang, J. (2014). 
The role of e-quality within the consumer decision mak-
ing process. International Journal of Operations & Pro-
duction Management, 34(12), 1506–1536.
Zervas, G., Proserpio, D., & Byers, J. W. (2015). A first 
look at online reputation on Airbnb, where every stay 
is above average. Retrieved from http://www-bcf.usc.
edu/~proserpi/papers/airbnbreputation.pdf
Zervas, G., Proserpio, D., & Byers, J. W. (2016). The rise of 
the sharing economy: Estimating the impact of Airbnb on 
the hotel industry. Retrieved from http://people.bu.edu/
zg/publications/airbnb.pdf
Leland, J. (2012). They can list, but they can’t hide. Retrieved 
from http://www.nytimes.com/2012/07/22/nyregion/
stuyvesant-town-sleuths-keep-vigil-against-illegal-hote 
liers-in-their-midst.html
Liu, S. Q., & Mattila, A. S. (2017). Airbnb: Online targeted 
advertising, sense of power, and consumer decisions. 
International Journal of Hospitality Management, 60, 
33–41.
Manthorpe, B. (2018). Airbnb is taking over London—and 
this data proves it. Retrieved from https://www.wired.
co.uk/article/airbnb-growth-london-housing-data-in 
sideairbnb
Mintel. (2016). Hotels-UK. Market share. Retrieved from 
http://academic.mintel.com/display/802585/?highlight# 
hit1
Moeller, S., & Wittkowski, K. (2010). The burdens of own-
ership: Reasons for preferring renting. Managing Service 
Quality: An International Journal, 20(2), 176–191.
Murphy, C. (2014). Why wi-fi is keeping hotels from receiv-
ing 5 star reviews. Retrieved from https://www.revinate.
com/blog/2014/01/why-wi-fi-is-keeping-hotels-from-
receiving-5-star-reviews/
Netsiporuk, R. (2016). The customer experience in the shar-
ing economy: A context specific approach to Airbnb 
(Master’s thesis). Lund University, Department of Ser-
vice Management and Service Studies. Retrieved from 
http://lup.lub.lu.se/luur/download?func=downloadFile&
recordOId=8878179&fileOId=8878192
Nguyen, Q. (2014). A study of Airbnb as a potential com-
petitor of the hotel industry (Master’s thesis). Retrieved 
from University of Las Vegas website: https://core.ac.uk/
download/pdf/62889552.pdf
Oskam, J., & Boswijk, A. (2016). Airbnb: The future of 
networked hospitality businesses. Journal of Tourism 
Futures, 2(1), 22–42.
Oxford Economics. (2015). The economic contribution of 
the UK hospitality industry. Retrieved from http://www.
bha.org.uk/wordpress/wp-content/uploads/2015/09/Eco 
nomic-contribution-of-the-UK-hospitality-industry.pdf
Panda, R., Verma, S., & Mehta, B. (2015). Emergence and 
acceptance of sharing economy in India. International 
Journal of Online Marketing, 5(3), 1–17.
Pricewaterhouse Coopers. (2015). The sharing economy. 
Consumer Intelligence Series. Retrieved from https://
www.pwc.com/us/en/technology/publications/assets/
pwc-consumer-intelligence-series-the-sharing-economy.
pdf
Pricewaterhouse Coopers. (2016). UK hotels forecast 2016. 
Growth is in the air but it’s coming down to earth. 
Retrieved from https://www.pwc.co.uk/assets/pdf/uk-
hotels-forecast-2016.pdf
Quinones, A., & Augustine, A. (2015). Technology and 
trust: How the sharing economy is changing consumer 
